

















































































































































































































































































































Variables Mean SD 1 2 3
Adhocracy 3.54 0.72 1
Hierarchy 2.94 0.68 －0.475・・・ 1
Innovativeorientation 3.46 0.62 0.814・・・ －0.505・・・ 1
Notes:・p・0.1;・・p・0.05;・・・p・0.01
Table2 ResultsofmultiplelinearregressionanalysisforH1andH2
Variables Model1 Model2
Adhocracy 0.734・・・
Hierarchy －0.436・・・
F 90.303・・・ 15.020・・・
・R
2
0.620・・・ 0.201・・・
Notes:・p・0.1;・・p・0.05;・・・p・0.01
culture,afectsinnovativeorientationnegatively.Forhierarchicculture,thefivedimensions
ofdominantcharacteristics,managementofemployees,organizationglue,strategicemphases
andcriteriaforsuccesshaveapositiverelationshipwithimitationincomparisonwithinnova-
tionasweexpected.However,diferentfromouranticipation,theseconddimensionof
hierarchicculture― leadershipstyle― afectsinnovativeorientationpositively.Inthenext
section,wewildiscussthesefindings.
Discussion
Therelationbetweenorganizationalcultureandmarketentrystrategyisfocusedonin
thispaper.Althoughtheliteratureshowsthatorganizationalcultureandafirm・sstrategic
decision-makingarerelated,fewstudiesempiricalyaccesstheevidenceonthisissue,which
isavoidthatthispaperseekstofil.
Ourresultsprovideevidenceforthiskindofrelationship.Particularly,wefoundthat
adhocracycultureispositivelylinkedtoinnovationandhierarchicalculturehasanegative
relationwiththeimitationorientationofthefirm.Theseresultsareconsistentwiththetheo-
reticalliterature（Detert,SchroederandMauriel,2000;Menzel,AaltioandUlijn,2007）and
verifythepreviousstudiesabouttherelationshipbetweenorganizationalculturesanda
firm・sinnovationstrategy.
Also,thefindingsofthispaperareconsistentwiththeresearchwhichproposesthatsome
hierarchicculturefeatures,forexample,rulesandregulations,andformalorganizational
structure,arepositivelycorelatedwithimitativeorientation.Inaddition,ourresultsconcern-
ingtherelationshipbetweenadhocracycultureandinnovativeorientationareinaccordwith
theconclucusionsofsomestudiesonthecharacteristicsofadhocracyculture,suchas
empowerment（Gudmundson,TowerandHartman,2003）,creativity（ScotandBruce,1994;
ShrivastavaandSouder,1987）,risktaking（Jamrogetal.,2006;Walach,1983）,freedomand
autonomy（MartinsandTerblanche,2003）.
Althoughthefindingsarerelatedtothepreviousliterature,thispapermainlycontributes
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Table3 Resultsoftheadditionalregressionanalysis
YInnovativeorientation（.vs.imitativeorientation）
Variables Model3
Dominantcharacteristicsforadhocracy 0.180・・・
Leadershipstyleforadhocracy 0.128・・
Managementofemployeesforadhocracy －0.087・・・
Organizationglueforadhocracy 0.114・・・
Strategicfocusforadhocracy 0.117・・
Criteriaofsuccessforadhocracy 0.095・・
Dominantcharacteristicsforhierarchy
Leadershipstyleforhierarchy
Managementofemployeesforhierarchy
Organizationglueforhierarchy
Strategicfocusforhierarchy
Criteriaofsuccessforhierarchy
F 41.297・・・
R
2
0.670
Notes:・p・0.1;・・p・0.05;・・・p・0.01
tothestudyofhowafirm・sinnovationstrategiesareafectedbyeachdimensionofthe
adhocracyandhierarchiccultures.Ourresultssuggestthattherelationwithinculturesof
organizationandinnovationstrategiesisintricateandfurtherresearchisneeded.
Firstly,thefindingsrevealthattheseconddimension,leadershipstyle,promotesinnova-
tioninoppositiontoimitation.Thisdimensionofadhocracyculturemeansthattheleadership
stylewhichthemanagersadoptintheorganizationshouldreflectinnovating,entrepreneur-
ship,orrisktaking.Therefore,ourfindingsandtheresearchaboutadhocracycultureare
consistent.Inaccordancewithourresults,theleadershipstyleofahierarchicculturealso
impactsinnovationpositivelyasopposedtoimitation.Thisresultisoppositetothemostof
literature,whichsupposethatcontroledandstructuredorganizationsboostanimitativeorien-
tationratherthananinnovativeone（Child,1973;DeBrentani,2001）.Thissortoftraditional
assumptionhasbeencriticizedbyrecentstudies.Forinstance,forthepioneerscoordination
andsmooth-runningeficiencyareconsideredasaveryimportantcapabilitytohelpfirms
obtainpriorlearning,fromwhichinnovationsareincreased（LiebermanandMontgomery,
1988）.Particularly,inlightofChinaasanemergingcountry,thelowcostpolicyandhigh
eficiencyinprovidingproducts/servicesisthekeytobusinesssuccess（Kotler,2002）.
Secondly,withregardtothedimensionofthemanagementofemployees,wealsogot
blendedresults.Concerningthehierarchicculture,asestimated,thisdimensionafectsinno-
vationorientationnegatively.Thisfindingrevealsthatpromotingemploymentsecurity,
consistency,stabilityandpredictabilityhelpsfolowersmorethanpioneers.Buttheresultsof
adhocracycultureexemplifythatadhocracycultureisnotconsistentwiththesupposition
whichtheliteraturegeneralyputforward.Wefoundthatithasanegativeimpactoninnova-
tiveorientation.Theseresultsmaybeexplainedbytheideathatadhocracyculturegreatly
emphasizesindividualheroismandshowingpersonaluniqueness.Thesefeaturesarequite
diferentfromthemoderateculturewhichhasexistedinChinaforalongtimemakingChi-
neseemployeesunwilingtoshowthemselvesboldlyforinnovation.Additionalanalyses
ilustratesthatwhenteamworkingisafocusinthemanagementofemployees,innovationis
increased.
Lastly,theresultsofourpaperandthepreviousliteraturehaveasimilarviewwith
respecttotheotherfourdimensions:dominantcharacteristics,organizationglue,strategic
emphasesandcriteriaofsuccess.Thedominantorganizationalcharacteristicsindicatewhat
theorganizationtheemployeesworkinisalike.Thisdimensionofadhocracyculturemeans
thatthefirmisaplacewithdynamismandentrepreneurship,andemployeesherehaveaspirit
ofrisk-taking.Onthecontrary,thedominantcharacteristicsofhierarchicculturemeans
organizationswithcontrolandstructuredorientation,areenhancingimitationratherthan
innovation.
Theorganizationalgluedimensionistheemployees・sharedvalues.Theresultsofour
studyindicatethatorganizationglueimpactsinnovationpositivelyrelativetoimitationwhen
thesharedvaluesarecommitedtochangeandinnovation.Alternatively,whenthesevalues
highlighthierarchicaswelasformalpoliciesandrules,theorganizationgluedimension
afectsinnovationnegativelycomparedwithimitation.
Withregardtothestrategicemphasesdimension,theadhocracyculturehasapositive
relationhipwiththeinnovationorientationwhenafirmisfocusingonobtainingnewresources
andcreatingnewchalenges.Conversely,therelationshipbetweenhierarchiccultureand
imitationispositivewhenthefirmfocusesonpermanenceandstability.
Likewise,whenthecriteriaofsuccessforafirmistobeaninnovatororaproductleader,
thisdimensionisinpositivecorelationwithinnovationwhilethisdimensionhasapositive
relationwithimitationwheneficiency,smoothschedule,low-costproductionanddelivery
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reliabilityareconsideredasthefirm・scriteriaofsuccess.
Tosumup,thefirstmaincontributionsthispapermadeisthattherelationshipbetween
organizationalcultureandtheinnovation/imitationstrategiesofafirmshouldbeinspected
empiricaly.Therearerareempiricalstudiesabouttheefectoforganizationalcultureon
innovation/imitationstrategiesalthoughpreviousliteratureunderliesthisissue.Second,the
empiricalevidenceprovidedbythispaperrevealsthatorganizationalculturehasdiferent
efectsonafirm・sinnovation/imitationstrategies.Particularly,itfoundthatadhocracyculture
ispreferablefortheinnovativeorientationwhilehierarchicculturesuitstheimitativeorienta-
tionmore.Third,thefindingsrevealthereisamoreintricaterelationshipoforganizational
culturesandinnovationstrategiesthanthepreviousliteraturesuggested.Eventhoughthe
majorityofculturaldimensionsafectthefirm・sinnovationstrategiesisthesamewithexpec-
tation,theefectofthemanagementofemployeesinadhocracycultureandtheleadership
styleinhierarchiccultureoninnovationstrategyisoppositetotheassumptionsofthispaper.
Someimplicationsforpractitionerscanbeconcludedbytheseresults.Withthepurpose
ofbeingsuccessfulinrealizationoftheirinnovationorimitationstrategies,firmsoughtto
keepaneyeonorganizationalculture.Particularly,ifthestrategyofinnovationisemployed,
thefirmshouldcultivatethevaluesofanadhocracyculture,primarilydedicatedtobeingan
innovator,buildingaplacewithdynamismandentrepreneurshipwhereemployeesarelikely
totakerisks,andcreatinganenvironmentwhereteam-workisemphasized.AsZhou（2006）
suggests,theChinesemarketprovidesanenvironmentmorefeasibletoinnovatorsthanimita-
torsand,inChina,aninnovationstrategyisapreferableoptiontotheimitativeone,soChi-
nesefirmsshouldestablishanadhocracycultureinordertoprovidemoreinnovativeproducts
andservices.Oppositetothis,ifafirmintendstobeaproductfoloweroramarketlater
entrant,inmostcasesahierarchiccultureisadvisable.Eficiency,reliabledelivery,formal
rulesandpolicies,leanproduction,chainofcommandandcontrolshouldbecomethefocus
ofthefirm.
Despitethisstudy・scontributionsandimplications,weshouldnotinterpretitsresults
withoutconsideringitslimitations.Firstly,thispaperonlyutilizeselinearregressionanalysis.
Thusweshouldtreattheinteractionbetweenthevariableswithcaution.Secondly,themod-
eratorefectsofsomevariablesontheculture-innovationrelationarenotincluded,suchas
firmageandfirmsize.Thirdly,weusethecompetingvaluemodelinthegeneralmannernot
focusingonChina・suniqueculture.Finaly,wejustcolectedthedatainthisstudyfroma
singlesource.Themajorityofempiricalresearchaboutthisissueusualyadoptedsingle
respondentsand,onthewhole,focusedonmanagers（Al-KhalifaandAspinwal,2000;Lau
andNgo,2004;McDermotandStock,2001）.Butthevalidityoftheresearchfindingscan
beenhancedbyusingthemultipleinformants.Theselimitationsshouldbeaddressedinfuture
studies.Forexample,soastochecktheinteractionbetweenthoserelationships,themultiple
regressionmethodshouldbeadoptedinafuturestudy.Also,thevalidityoftheresearch
findingswouldbeimprovedbyinterviewingmultipleinformants.Inaddition,somemediator
variablesintherelationshipbetweenorganizationalcultureandinnovationorientationshould
beexaminedinfutureresearch.Firmsize,resourcesandthestructureoftheorganizationmay
actasthemediatorvariables（Matsunoetal.,2002;Shamsieetal.,2004）.Finaly,theunique
characteristicsofChineseculturecouldhaveanefectonthechosenstrategicorientation
（Zhou,2006）.Thus,moreresearchcouldstudytherelationshipswithChineseculturalchar-
acteristicskeptinmind.
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